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INTRODUCTION 
The capacity to attract creative classes is a conspicuous ingredient in urban policy in 
many cities and regions around the world. Richard Florida and his team, now working from 
the aptly named Martin Prosperity Institute,2 apply a variety of empirical methods to exposit 
a positive relationship between regional economic growth and the productiveness of human 
capital (Florida, 2002, 2005, 2007; Florida and Tinagli, 2004; Florida, Mellander and Qian,  
2008; Florida, Mellander and Stolarick, 2008;). When he initiated the ‘creative class’ 
concept, Florida advanced the proposition of a ‘super creative core’, which includes 
scientists and engineers, academics, poets, actors, novelists, entertainers, artists, architects 
and designers, ‘cultural worthies’, think-tank researchers, analysts and opinion formers. The 
economic function of this ‘class’ is to generate new ideas, new technology, and/or new 
creative content (Florida, 2002). Florida includes ‘creative professionals’ in his 
categorisation, a larger group that is essentially equivalent to knowledge-intensive workers 
(such as high tech, finance, legal, healthcare, business management et al.). These elements of 
the creative class made up about one third of the US workforce, and produce half of the 
nation’s wealth.  
In his seminal work on this concept, Florida used standard occupation codes (SOCs) to 
identify places in the United States where there are greater concentrations of such creative 
classes. Following this, he collated data on number of patents, workforce qualifications, and 
the degree of diversity in a city’s population. He subsequently devised three indexes—
‘talent’, ‘technology’, and ‘tolerance’—to designate city ‘attractiveness’ (Florida,  2002). He 
                                                 
  2 The Martin Prosperity Institute claims to be, ‘…the world’s leading think-tank on the role of sub-national factors—
location, place and city-regions—in global economic prosperity.’ (Stolarick Kevin and Xuan Chen, 2011) 
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argued that if a city wants to increase its competitiveness, they should attract more members 
of the creative classes (Florida, 2005, 2002).  
The concept of creative class is now implemented by many city and regional policy 
makers internationally. Its popularity is due primarily to Florida’s advocacy. The key 
argument is that ‘places with a flourishing artistic and cultural environment are the ones that 
generate economic outcomes and overall economic growth’ (Florida, 2002, p.261). However, 
it should be pointed out that this growth is not because of the success of cultural/creative 
industries so much as the capacity to attract high-tech-workers: these members of the 
creative class are central to Florida’s approach to innovation. In Florida’s view, ‘The worker 
doesn’t follow the industry; industry follows the worker’ (Hartley at al., 2012). 
This article examines the validity of the creative class concept as applied to China. It is 
organised as follows: the first section addresses some of the critical commentary directed at 
Florida’s work internationally. The second section examines how Florida has endeavoured to 
‘fit’ his concept to China; this points to serious shortcomings in his ‘sinified’ creative class. 
The third section of the article turns to the case study of the animation industry in China. It 
details the approach taken by the research team in investigating the movement of human 
capital. The final section makes a comparison between Beijing and Shanghai based on 
statistic data and interview materials.  
 
CRITICAL PERSPECTIVES 
The ‘creative class’ arouses its share of controversy. There are three main areas of 
contention in recent studies: (Ⅰ) Is the definition and category of creative class reasonable?  
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(Ⅱ) Is there a difference between the creative class and conventional measures of human 
capital? (Ⅲ) How valid is the relationship between creative class and regional economic 
growth?  
Some authors express reservations about Florida’s definition (Gibson and Klocker,  
2004; Glaeser and Saiz, 2004; Gibbon, 2005; Peck, 2005; Markusen, 2006; Shearmur, 2007). 
Petrov notes: “The creative class remains a vague socio-occupational category, most 
commonly defined as a group of individuals who either possess high levels of education 
and/or are engaged in creative (scientific, artistic or technological) types of activities” 
(Petrov, 2007, p.455). According to Mellander and Florida’s views, creative classes can be 
categorised by educational level, by income (similar to economic class) and by 
sector/occupation (similar to social class) (Mellander and Florida, 2007).  
The first two categories are amenable to macro analysis on a national level, for instance 
with national census data; but a key weakness is that occupational categories are too wide 
and consequently the results are not fine-grained enough to ascertain actual the nature of 
creative labour. In particular, it is difficult to distinguish between creative individuals and 
others who work in the same sector undertaking more ‘mundane’ tasks such as managers, 
agents and accountants. Combining all these occupations into the ‘creative class’ is one way 
to overcome this problem but in reality it underscores the problematic status of the term 
‘creative’ within the creative industries (see Hartley et al., 2013, entry ‘creativity’). This 
problem of definitional dissonance has relevance when we move to consider China in the 
discussion below. The question of different kinds of skills in creative industries is addressed 
by Richard Caves in his discussion of ‘humdrum inputs’. Managers and accountants demand 
a wage at least equal to similar work in non-creative professions (Caves, 2000, p.4). This 
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distinction between ‘creative workers’ and ‘suits’ is further discussed by Chris Bilton (Bilton 
and Leary, 2002, Bilton 2007). 
The creative class has been compared with traditional human resource theory. Marlet 
and van Woerkens used cross-sectoral data of Dutch cities to argue that the creative class is a 
better standard to measure human capital than educational levels, particularly in respect to 
employment growth (Marlet and van Woerkens, 2007). Glaeser and Saiz (2004) found no 
contradiction between creative capital and human capital and advanced ‘skilled workers’ 
(Glaeser and Saiz, 2004). However, Mok’s study of Hong Kong and Macao underlined the 
expediency of creative class theory. Mok said: ‘… the theory sidetracks the real issues but 
serves as an accomplice to flatter those policymakers who are indulgent in excessive design 
and beautification of urban environments.’(Mok, 2009, p.144) This point of view was 
articulated by Jamie Peck who noted: ‘the banal nature of urban creativity strategies in 
practice is drowned out by the hyperbolic and overstated character of Florida’s sales pitch, in 
which the arrival of the Creative Age takes the form of an unstoppable social revolution 
(Peck, 2005, p.741). Likewise, Gibson and Kloecker have taken a critical account of creative 
class academics and thought leaders, who they argue represent a Northern European or US 
approach. The creative class, as articulated in academic ‘scenes’ and academic ‘celebrity 
circuits’, is therefore unrepresentative. Gibson and Kloecker question if creative class theory 
is universal (Gibson and Klocker, 2004).  
In contesting the relationship between creative class and economic growth, Markusen 
has critiqued ‘fuzzy’ causal logic pertaining to creative classes and urban growth. Her study 
of artists showed that they ‘play multiple roles in an urban economy - some progressive, 
some problematic’ (Markusen, 2006, p.1921). Storper and Manville have also noted that 
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‘correlation is not causation’ (Storper and Manville, 2006, p.1247). Martin-Brelot et al. noted 
that ‘very few critics have questioned the applicability of Florida’s theory to regions with 
cultural and political environments different from the one Florida found in North America.’ 
(Martin-Brelot et al. , 2010, p.856). They concluded that Florida’s theory of geographically 
mobile creative classes ‘does not apply to Europe’.   
Similarly, Andersen et al. found that business climate was the most important factor in 
explaining the location of the Nordic creative class (Andersen et al., 2010). According to 
Petrov, creativity can be ‘more positively associated with the aboriginality of the population’ 
(Petrov, 2008, p.162). Drawing on a case study of northern Canada, he found an 
‘attractiveness discrepancy’ in core and periphery regions: the core depended on educational 
background, and the periphery relied on leadership ability and entrepreneurial competency 
(Petrov, 2008). In addition, members of the creative class in rural locations are quite 
different from those in metropolitan centres (Verdich, 2010; McGranahan et al., 2011). 
Accordingly, rural locations should improve living conditions rather than try to create urban-
centric ‘scenes’ to attract creative classes (Verdich, 2010).  
It is also worth mentioning that location of creative classes is to some degree contingent 
on occupation and knowledge distinctions. Occupations within creative classes are divided 
into three different classifications—knowledge-science based, engineering-based and arts-
based. Creative people may have specific location choices that do not fit neatly within the 3T 
framework (Asheim and Hansen, 2009). Even in the same sector, skilled persons of different 
segments will not share common location preferences. Houston et al. put this question more 
sharply by noting that talent attractiveness is based on economic realities rather than the 
marketing of ethereal conceptions of place attractiveness (Houston et al.,  2008). 
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In this article, we accept the existence of creative classes while noting reservations 
about its definitional largesse. We do not address discussions about the relationship between 
creative class and economic growth. Our concern in the remainder of the article is the 
following questions (Ⅳ) How far can the concept be applied to cities and regions outside 
America, in particular cities and regions in China? (Ⅴ ) Are creative classes really 
geographically mobile? And, (Ⅵ) How might specific locales improve their ‘attractiveness’ 
to creative classes? 
 
CATEGORISING CHINA’S CREATIVE CLASS 
Mobility of creative class in China 
As mentioned, most studies of creative class have focused on America and Europe; to 
date there has been little comparative research on Asia (Stolarick and Chen, 2011). Although 
many studies, both theoretical and practical, mention the creative class in China, it not really 
understood. Interestingly, the Martin Prosperity Institute has conducted a research project 
utilising the ‘3T’ approach to understanding the creative economy in China (Stolarick Kevin 
and Xuan Chen, 2011). We argue that this report reveals some serious flaws in the concept.  
The report used statistical methods to describe the emergence of the Chinese creative 
economy and to evaluate it in 31 provinces (including 5 autonomous regions, 4 
municipalities directly under the central government and 2 special administrative regions). 
The report pulls together data from different sources. This obfuscates more than clarifies, 
although it may serve to give the impression, to policy makers at least, that the report is 
‘evidence-based’. It should be pointed out that this is not peer reviewed academic work. 
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Indeed, the report comes up with findings that are likely to be contested depending if one 
comes from Beijing or Shanghai. The municipality of Beijing is narrowly edged out by 
Shanghai in the overall ‘creativity index’; however Shanghai sits number nine in talent, 
technology and tolerance indexes and is well behind the municipality of Tianjin which sits at 
no 2 in all three indexes. Despite the data the report concludes ‘Shanghai has the advantage 
of becoming a financial centre that requires creative and skilled people to deal with the 
financial world. (Stolarick Kevin and Xuan Chen, 2011, p. 33).  
The most controversial problem underlying the report, however, is how to define 
tolerance in China. In studies conducted in the US and Europe tolerance entails a gay index, 
a high acceptance of critical debate and free speech and an acceptance of diverse 
demographic groups. The report surprisingly concludes that ‘China is considered to be 
relatively tolerant when compared to the BRIC countries or other countries within Asia.’ 
(Stolarick Kevin and Xuan Chen, 2011, p. 16). This is a curious statement for two reasons. Is 
China tolerant? What does this mean? Does it mean its people or its political leaders? It is a 
curious statement also because that China is a BRIC member country [BRIC stands for 
Brazil, Russia, India and China]. While the other BRIC members are democracies China is a 
one-party state that operates a heavy handed approach to political dissent. How then China is 
‘considered relatively tolerant?’     
The report conveniently sidesteps the political issues of civil society and opts for an 
apolitical version of diversity. It adds ingredients including a residency (hukou) index and an 
‘Open Door Policy’ index. The hukou is a system devised in the 1950s whereby an 
individual inherited the household registration status of her mother. Its purpose was both to 
restrict migration and to encourage people to move to smaller cities in the countryside. As 
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we discuss below in our analysis of the animation industry hukou is an important factor in 
mobility. However, the use of ‘hukou index’ in the MPI report collapses diversity and 
tolerance into patterns of migration. For instance, cities with a high ‘hukou’ index (that is, 
high proportion of non-residents) are assumed to be more open and diverse (Florida, 
Mellander and Qian, 2008; Qian, 2010). The problem with this logic is that people without 
hukou permits are usually migrant labourers, not creative workers: they are often engaged in 
non-creative service labour. While wealthy rural residents have been able to obtain ‘blue 
seal’ non-agricultural hukou, in the main the system has served to create a new service class. 
People without urban hukou are discriminated against and exploited in cities; hence the 
notion of ‘tolerance’ as defined is found wanting.  
The Open Door index moreover is an even weaker concept that purports to measure the 
degree of ‘openness’ to foreign cultures. The Open Door Policy referred to the gradual 
opening of China to foreign direct investment beginning with the Special Economic Zones in 
southern China in the 1980s. However, the report draws on a document from 1995. It 
speculates how regions have been influenced by the Open Door Policy, specifically the 
percentage of a region’s population that might be under the influence of such a policy, if in 
fact it still existed. The reality is that all regions in China today are open to foreign 
investment, and foreign culture and lifestyles. The Open Door index is therefore a 
meaningless proxy.     
Both Hukou index and Open Door index are related to mobility of creative class. From 
Florida’s perspective mobility is the most important element underpinning creative classes 
(Florida, 2002, 2005); it is central to policy debates over the power of the ‘creative class’ and 
raises the question of how to improve the attractiveness of a locale. In Florida’s viewpoint, 
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members of the creative class are mainly attracted by ‘soft’ factors rather than ‘hard’ factors, 
especially the ‘bohemian component’, an ‘openness index’, a high level of amenities and an 
entrepreneurial context (Florida, 2002, 2005).  
Many scholars concur that creative talent will be attracted by places conducive to 
creative activities (Wojan et al., 2007; Hansen and Niedomysl, 2009;). These conclusions are 
supported by Jane Jacobs’ seminal work: regions—and in particular city centres—with a 
high diversity of human capital, openness and tolerance are where you expect to see 
innovation (Jacobs, 1969). However, there are other factors that might be more important 
than the ‘3Ts’. Moreover, in some cases diversity does not equate to positive development. 
In a study of Hamburg Pohi found that ‘a high rate of openness to diversity does not entail 
improvements in socio-spatial development’ (Pohi, 2008, p.317). Murphy and Redmond’s 
research on Dublin found that creative knowledge classes are attracted on the basis of 
‘classic factors’: employment availability, family and birthplace. They found that ‘soft’ 
factors played an important role in the decision-making process of only a small minority of 
workers (Murphy and Redmond, 2009). The results are quite similar in a report by ACRE 
(Accommodating Creative Knowledge — Competitiveness of European Metropolitan 
Regions within the Enlarged Union), which stressed that importance of personal trajectory 
in location choice of creative class members (Martin-Brelot et al., 2010). The issue of 
mobility and the spatial concentration of creative people in certain places is therefore the 
central discussion in the following section; we argue that more empirical evidence is needed 
to understand how these processes develop in China.  
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In addition, a number of problems are unaddressed in the MPI report: first, the use of 
data from Chinese sources. The authors make a reference to the China Data Centre at the 
University of Michigan which is information gleaned from ‘statistical yearbooks’ of 
municipalities. Such data needs to be viewed with a high degree of caution due to a well 
noted proclivity on the part of Chinese officials since the 1950s to inflate outputs in the cause 
of nation building. Second, using patents granted in China as a measure of the tech-pole 
index raises some problems. China’s high-tech industries are not based on novel product 
innovation despite the government’s slogans of ‘indigenous innovation’ (Bresnitz and 
Murphee, 2011). Third, counting education qualifications granted in an education system 
founded on rote learning is a misleading benchmark. Fourth, a high deal of the activity and 
outputs in China’s cultural and creative industries is fundamentally non-creative. There are 
three reasons for us to make this assertion: first cultural workers are not inclined to take risks; 
second there is no robust system of intellectual property to reward creativity; and third, 
accounting for creativity often follows the pattern of including as many outputs as possible in 
order to enhance the appeal of the creative economy (Keane, 2011). Added to this is the high 
degree of informality in creative occupations. This caveat applies not only to China.    
 
The animation sector in China 
On the surface the problems raised above would appear to come back to data sources 
and data methodology; in fact, significant problems remain about definitions and 
categorisation of the creative class in China. While the definitional largesse mentioned 
above raises obvious problems as noted above in this article we focus on the extent to 
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which creative people are geographically mobile and how creative employment related 
decisions are determined in one sector; that is, not a set of professions as examined in 
previous studies.  
We choose the animation industry in China as our research object, primarily 
because there is little confusion about its status as a creative industry. The animation 
industry now plays a more important role in the economic development of 
China．Recently，many provinces have promoted animation projects and creative 
industry parks (Keane, 2011) ． Cities including Beijing， Shanghai, Suzhou，
Hangzhou，Wuxi，Guangzhou，Shenzhen， and Dalian are competing to be the 
‘animation capital’ of China．Attracting animation ‘talent’ has become a key task, from 
provincial to city scale. This responds to the key question: Are Chinese animation 
industry workers geographically mobile? What differences exist among regions in China 
regarding attractiveness to people working in animation sectors or aspiring to work in 
animation industries? We seek to identify differences not only in the overall population 
of animation workers, but also in respect to spatial concentrations; namely we contend 
that some locations, and particularly some regions, are more attractive to this kind of 
creative talent. Finally, we look to ascertain the main ‘attracting factor’ in the Chinese 
animation industry.  
 
DATA AND RESEARCH METHODS 
The spatial aggregation of creative class can be examined from a Marshallian (Marshall 
1920) or a Jacobs’ perspective (Jacobs, 1969). The Marshallian perspective derives from the 
seminal work of the neo-classical economist Alfred Marshall on industrial districts and is 
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now well recognized in industrial cluster theory. The key argument of this school is that 
clustering enhances productivity by generating externalities in terms of the provision of 
cheap access to production factors (static externalities) and flexibility (Vang and Chaminade , 
2007).  
The two dominant characteristics of a Marshallian industrial district are high degrees of 
vertical and horizontal specialisation and a very heavy reliance on market mechanism for 
exchange. Jacob’s approach, as mentioned above, is well recognised and has played a major 
role in the articulation of the creative class concept, although the terms creative industries 
and creative class were never used by Jacobs. Nevertheless, her approach explains why the 
creative industries converge in big cities. One reason is that the big cities have a broad 
diversity of talent; throughout history large cities have played an important role in cultural 
and economy activities; large cities exhibit a powerful attractiveness force to many high-end 
occupations (Hall, 1998). In addition there is a demand for a diversity of talent. The 
animation industry involves script planning at the early stage, development and design in the 
middle stage, and finally marketing: it requires interdisciplinary skills. It is not surprising 
that over time this industry has developed in big cities. 
In order to illustrate this phenomenon, we assume that the cities represent demand for 
animation skills, whereas applicants are supply side. As far as the animation industry sectors 
are concerned, recruitment information is more evident in cities. Accordingly, we use 
recruitment and application information released on public network recruitment platforms. 
From the standpoint of the paper, the recruitment information accessed covers a variety of 
industries. The platform is www.jobg.cn, a special recruitment website which has a high 
reputation and advertises job openings in the animation industry in China; moreover search 
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engines on the website provide an analysis of spatial attractiveness factors. The data was 
accessed prior to January 1st, 2010. During our analysis, we inputted ‘preferred cities’ 
(divided by municipality or province) as key words to obtain the number of workers attracted 
by different municipalities and provinces. Consequently, we were able to obtain an overall 
picture of different provinces’ attractiveness to animation sector professionals.  
In order to further investigate cities’ spatial attractiveness, we entered the total number 
attracted by Beijing and Shanghai respectively as the sum, then conducted stratified random 
sampling of the same proportion. As existing research has indicated, people from different 
knowledge backgrounds exhibit varying preferences to human environment and business 
environments: accordingly, it is necessary to explore location attractiveness preferences for 
animation workers at different positions (Asheim and Hansen, 2009). In this analysis, we 
chose job positions as stratifying standards, including six categories: program development, 
design, product/management, marketing/media, and human 
resources/administration/accounts. 
According to formula NO.1, sample size under non-repeated random sampling is 
represented as follows: 
2
2 2
(1 )
(1 )
t P P Nn
N t P P
     （Formula NO.1）
 
The analysis employs the maximum sample size method to ensure sampling precision. 
When P equals 50%, P(1-P) will reach its maximum, we can conclude: P(1-P) equals to 0.25. 
Therefore, we can change to apply the formula NO.2 under the maximum sample size 
method: 
2
2
0.25
0.25
t Nn
N t
    (Formula NO.2) 
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In this formula, we assume the confidence level to be 95%; that is t equals to 1.96, and 
the allowable error to be 5%. Through the formula of stratified random sampling of the same 
proportion, we can employ formula NO.3, 
1
1
2
n
i
Mi LiD
M L
      ,k kk
n n f f
N N
   1, 2,k H 
(Formula NO.3)
 
According to the sampling results in the table 1 and different categories of job openings, 
we randomly selected a quota of people and conducted analysis of location -related 
properties including home town, place of residence and graduate university; we then used 
chi-square test to determine whether there is a noticeable difference in spatial attractiveness 
between Beijing and Shanghai. 
Table 1. Sample Results of animation workers in Beijing and Shanghai  
 Beijing Shanghai 
Category Population 
Size 
Sample 
proportion 
Sample 
size 
Population 
Size 
Sample 
proportion 
Sample 
size 
Program development 3191 23.65% 88 1260 19.87% 72 
Design  3882 28.78% 108 2520 39.75% 144 
Product/management 3239 24.01% 90 1396 22.02% 80 
Marketing/media 1281 9.50% 36 587 9.26% 33 
HR/administration/accounts 958 7.10% 26 268 4.23% 15 
Others 939 6.96% 26 309 4.87% 18 
Total 13490 100.00% 374 6340 100.00% 362 
Source: The deadline for data collection was Jan 1st, 2010. 
 
Echoing reports from other researchers, animation workers tend to select cities 
according to subjective factors: that is the ‘sense of place’. Attractiveness is sometimes hard 
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to explain (Drake, 2003). This required us to conduct further semi-structured interviews of 
individuals. The interview included the following questions: (1) why did you choose Beijing 
(or Shanghai) to work in? (2) Why did you not choose Beijing (or Shanghai)? Based on the 
answers, we analysed advantages and disadvantages of the two cities regarding their 
attractiveness. During the analysis, we ruled out such non-location related factors as 
compensation and social status. 
In order to ensure our analysis corresponded with the data, we initially planned to 
conduct interviews by email. We subsequently realised that these websites observe 
confidentiality in relation to applicants’ contact information; persons outside the industry are 
not able to access certain information. Out of research ethical considerations, we did not 
pursue enterprises to gain further access into their data base. Even when we conducted a pre-
survey trial and explained the research project, responses to the questionnaires were very 
low. Thereupon, we ventured into selected animation parks in Beijing and Shanghai to 
conduct on-the-spot interviews.  
Although the interviewees did not match the network sampling, the interview results 
served as a reference when we identified spatial-related factors impacting on the two cities’ 
attractiveness to individual animation professionals. Meanwhile, in order to ensure the 
scientific rigour of the research, we tried our best to cover the whole animation industrial 
chain when we selected the interviewees, namely, the six categories identified on the 
website. Finally, we interviewed 31 applicants in Zhongguancun Creative Industry Pilot 
Base and the Beijing Cyber Recreation District (Shijingshan District) and interviewed a 
further 28 applicants in Shanghai Zhangjiang Culture and Technology Creation Industry 
Base.  
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A DIVISION OF DOMAIN OF ATTRACTIVENESS TO 
 ANIMATION WORKERS BETWEEN BEIJING AND SHANGHAI 
A snapshot of Chinese animation workers 
According to the search results obtained from the internet recruitment platform by 
‘preferred city’, we identified the number of applicants for every province as indicated in 
Table 2. In percentage, we can see that Beijing attracted nearly 40% of the applicants, 
followed by Shanghai with 19%, and Guangdong (including Guangzhou, Shenzhen and 
Zhuhai) with approximately 11% of applicants. 
While there are other recruitment channels in addition to the internet, we were able to 
obtain a general idea of the order of a particular province’s attractiveness for animation 
professionals. With a view to further verification, we noted the aggregate target in minutes of 
animation for every province up to the end of 2009 (corresponding to the time period we 
conducted talent information), and compared this with the degree of attractiveness of the 
respective province to animation professionals. We conducted Kendall non-parametric 
testing on the above-mentioned orders, and found that when we took 0.01 two-tailed test, the 
correlation coefficient was 0.720, which showed a positive correlation. Where there was 
stronger attractiveness to the animation workforce, the industry has developed better. 
 
 
Table 2. Numbers of animation workers attracted by each province in China 
City Applicants  City Applicants  City Applicants  City Applicants  
18 
 
Beijing 13490 Tianjin 603 Heilongjiang 232 Guizhou 70 
Shanghai 6340 Fujian 597 Jilin 185 Hainan 63 
Guangdong 3883 Chongqing 478 Anhui 165 Xinjiang 62 
Zhejiang 1329 Hunan 476 Jiangxi 157 Gansu 60 
Jiangsu 1304 Hubei 473 Guangxi 149 Ningxia 42 
Sichuan 1059 Hebei 450 Shanxi 120 Tibet 24 
Shandong 649 Henan 360 Yunnan 108 Qinghai 17 
Liaoning 643 Shaanxi 336 Nei Monggol 70 
  
Source: The deadline for data collection is Jan 1st, 2010. 
Location choices for animation workers: Beijing and Shanghai 
Most applicants select Beijing or Shanghai as their first choice to work. The proportion 
of applicants in these two cities is 60%. Because data is collated on the provincial level, 
which may include a number of cities, measurement and comparison is more difficult. 
Accordingly, we chose Beijing and Shanghai for our comparison. In our opinion, this 
comparison is representative of spatial attractiveness for the animation workforce.  
We then applied the Reilly-Converse formula to illustrate the scope of attractiveness for 
the animation workforce. The Reilly method is also known as the Law of Retail Gravitation; 
it was initiated by W. Reilly. He conducted three years of research on American retail 
business over 150 cities, and proposed a method that had reference to Newton’s Law of 
Universal Gravitation (Reilly, 1931). He concluded that ‘two cities attract retail trade from 
any intermediate city or town in the vicinity of the breaking point, approximately in direct 
proportion to the populations of the two cities and in inverse proportion to the square of the 
distances from these two cities to the intermediate town’ (Duddy, 1932, p.379): this can be 
illustrated by a mathematical expression: 
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 
 (Formula NO.4) 
where aT is the proportion of the trade from the intermediate city attracted by city A; 
bT is the proportion attracted by city B; aP is population of city A; bP is population of city B; 
aD is distance from intermediate town to city A; bD is distance from intermediate town to 
city B. 
Application of this formula entails a series of assumptions: (1) For both cities, their 
major roads enjoy the same road transport; (2) For retail stores in both cities there is little 
difference with respect to their business performance; (3) Both cities have similar population 
distribution. Some researchers have made much improvement in this regard, particularly 
Converse who put forward a so-called "breaking point" formula to seek out the equilibrium 
point (Converse 1949). 
1
ab
b
a
b
DD
P
P


(Formula NO.5) 
where bD is the distance between breaking point and city B, abD is the distance between 
a city A and city B, aP is population of city A; bP is population of city B. This formula is a 
modification of Reilly Formula when / 1a bT T  .It assumes that both cities can exert the same 
consumption attractiveness to the breaking point. 
In fact, “Reilly-Converse” is a synthetic name for the two methods mentioned above. 
Though initially used to analyse market segmentation in retail businesses, it can be used to 
research spatial divisions of attractiveness for animation workers. It is based on an 
assumption that if a city has a larger population, its business facilities will be better, and the 
customers will be attracted to do more shopping, and vice versa. If we convert this 
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assumption to attractiveness for the creative class, we would expect more applicants to 
choose a city as their favoured location to work. Based on such an assumption, if we 
substitute a city’s population for the number of people attracted by the city in the formula, 
and consider the actual distance between the two cities as one of factors which people take 
into account during their job-hunting, then we observe a ‘breaking point’ and its spatial 
division of attractiveness.  
Noting that Beijing and Shanghai are comparable in population numbers and that they 
are the top two locations with respect to attractiveness for creative talent across China, we 
can apply the Reilly-converse formula to elicit some findings. We input the direct distance of 
1052.03km between Beijing and Shanghai as abD ; aP stands for the number of animation 
workers attracted by Beijing (13490, see table 2); bP  stands for the number of animation 
workers attracted by Shanghai(6340, see table 2). We draw the following results: the radius 
of Shanghai’s scope of attractiveness to animation workers is 427.88 km, while that of 
Beijing is 624.15 km. Coincidently, the ‘break point’ of spatial scope of city attractiveness 
between Beijing and Shanghai is nearly located in Huai’an city (see figure 1), which is 
coincidentally on the north-south division line of the eastern coastal area of China. 
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Fig.1. Spatial scope division of city attractiveness of Beijing and Shanghai for animation workers 
The next investigation sought to confirm if animation workers attracted to Beijing are 
mostly from Northern China or if Shanghai attracted workers mostly from Southern China. 
After we checked animation professionals’ home town, we found that those whose home 
town are within Beijing’s spatial ‘scope of attractiveness’ account for 82.62%; most come 
from northern China. On the other hand, we found that animation professionals whose home 
town are within Shanghai’s scope of attractiveness account for 56.08%, but they are not 
limited to Southern China, even covering all over the country. 
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(1) Beijing 
 
(2) Shanghai 
Fig.2. Home town distribution of respondents within spatial scope division of city attractiveness of 
Beijing and Shanghai 
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AN ANALYSIS OF SPACE ATTRACTIVENESS TO 
 ANIMATION WORKERS BETWEEN BEIJING AND SHANGHAI 
In our analysis we single out location-specific factors. These location factors are 
interpreted from two perspectives: place of origin and creative milieu. The following section 
explores if creative human capital in China takes account of home town (city), place of 
residence and/or graduate university, that is, the so-called ‘personal trajectory’, when making 
work location choices (Martin-Brelot et al., 2010). If a large proportion of creative people 
simply chose the city where they were born, where they live or where they graduated, we 
might conclude they are not mobile. 
Alternatively, the attractiveness of a location can reflect its creative milieu, an idea first 
proposed by Hippolye Taine, a French philosopher in 1865; more recently creative milieu 
was reintroduced by Peter Hall (Hall, 1998). In Taine’s opinion, once a creative milieu forms 
in a city this produces ‘a kind of moral temperature’ or what Cowan has called ‘ethos’ 
(Cowen, 2002, p.48-50): this facilitates the full play of intelligence among creative people 
within the milieu.  
The concern of this section is how a creative milieu impacts on a city’s attractiveness to 
animation workers. In particular, we examine if a city endowed with such a milieu can 
generate an ethos of creativity among animation workers, and if this might then attract more 
animation talent to the locale. 
 
Space-related attractiveness 
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Based on three location-specific factors, namely home town (or city), place of residence 
and graduate university, we present an analysis of locational attractiveness. If home town, 
place of residence and graduate university are in concordance with a person’s preferred city 
for work, we might conclude that the city exhibits high attractiveness. Based on our research, 
89.30% of animation workers sampled in Beijing ‘chose’ it as ‘preferred city’ because of its 
locational advantages, while the corresponding figure for Shanghai was 75.41%. However, 
the results indicate that animation workers in China are not as mobile as Florida suggests the 
creative class should be (Florida, 2002). The results provide an overall comparison between 
Beijing and Shanghai in terms of three locational factors. We find that Beijing exerts a 
stronger attraction to creative human capital in respect to home town, place of residence and 
graduate university. These results are more obvious than in Shanghai. Later, using chi-square 
test, we identify a significant difference in space-related attractiveness between Beijing and 
Shanghai. 
Table.3 Comparative of Space-Related Attractiveness between Beijing and Shanghai  
 
Proportion a Chi-square (2) 
 
Beijing Shanghai Chi-square Two-tails Test P value 
Location-related factor 89.30% 75.41% 
  
Non location-related factor 10.70% 24.59% 
  
Home town 49.47% 37.57% 10.586 0.001 
Place of residence 81.82% 58.84% 46.717 0.000 
Graduate university 45.45% 31.77% 14.522 0.000 
a Proportion means proportion of respondents who stay in city is same to preferred city. 
 
Home town 
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Home town factors play a critical role in attracting animation workers and this was 
confirmed by interviews. Interviewee No. 2 from Beijing said: ‘I was born in Beijing and I 
am familiar with this city so I started my company here.’ Interviewee No. 3, also from 
Beijing responded, ‘My boss is a Beijinger and has worked in Japan for eight years so he 
knows a host of people in the animation industry.’ In contrast, interviewee No. 16 
interviewee from Shanghai said: ‘I am a native of Shanghai, of course I am here.’  
According to the chi-square test based on home location of animation workers who 
select Beijing or Shanghai as their preferred city, we find significant differences between the 
two cities for locational attractiveness (see table 3). In figure 3(1), we notice that the home 
towns of animation workers attracted to Beijing are mainly in northern China, especially 
Beijing itself, which accounts for 49.47% in all samplings. Other ‘home towns’ include 
Tianjin, Shijiazhuang, Chengde, Baoding, Jinan, Dalian, Changchun, Harbin, and even 
Wuhan in Central China. From figure 3(2), we find that home towns of animation workers 
attracted to Shanghai cover more extensive areas, including all provinces in mid-eastern 
China. Among these, Shanghai itself accounts for 37.5%; other home towns include Suzhou 
(50 persons), Hangzhou, Hefei, Chongqing and Wuhan.  
Though animation workers whose home towns are Beijing or Shanghai might enjoy 
more advantages over others during their job-hunting, we can see that household registration 
systems of the two cities have become more and more stringent, which has now constituted 
an obstacle for Beijing and Shanghai to attract more animation workers. Interviewee No.26 
from Beijing echoed these findings: ‘Though we perform our jobs which are related to 
computing, this industry does not belong to the hi-tech industry which enjoys some 
favourable polices such as a hukou quota.’ This person said that animation workers facing 
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these obstacles might leave these cities to work in their hometown sooner or later. While it 
shows that hukou is a typical Chinese factor that influences the mobility of animation 
workers, this does not correlate to the use of hukou index in the MPI study mentioned above. 
 
(1) Beijing 
 
(2) Shanghai 
Fig.3. Spatial distribution of respondents' home town 
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Place of residence 
Internet recruitment is characterized by the fact that it attracts applicants from different 
places. Compared with face-to-face recruitment many applicants whose places of residence 
are not their preferred choices will also try to secure a job in their preferred city through 
internet recruitment. If their preferred choices are the same as their place of residence their 
relocation costs are reduced or are minimal: for instance they can make use of their current 
dwelling. Likewise, during our interviews, we found that place of residence plays an 
important role in attracting animation workers. Interviewee No.9 in Beijing commented: ‘I 
have been here for a long time and have become accustomed; many friends are in Beijing too 
so I decided to work here.’ Interviewee No.8 in Shanghai said: ‘I have lived here for a long 
time, and will try to secure a job here, that will be convenient.’  
According to a chi-square test on places of residence of animation workers, we found 
that there is significant difference between the two cities with regard to influence in 
attracting animation workers (see table 3). From figure 4 (1), we find that among all people 
whose preference is Beijing, those whose place of residence are in Beijing account for 
84.82%; others are mostly living in nearby Tianjin or Hebei province. From figure 4(2), we 
see that among all people whose preference is Shanghai, those whose place of residence is in 
Shanghai account for 58.84%; others mostly live in the Yangzi River Delta: this covers more 
extensive areas than Beijing. Interestingly, the number of animation workers who are living 
in Beijing but prefer to work in Shanghai was 41, while the number of animation workers 
who are living in Shanghai and prefer to work in Beijing was only 2. To some degree, we 
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can deduce that Shanghai has a stronger force of attraction to workers than Beijing once they 
have had work experience in these two cities. 
 
(1) Beijing 
 
(2) Shanghai 
Fig.4. Spatial distribution of respondents' place of residence 
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Graduate university 
Personal relationships accumulated in universities are very important to people when 
choosing their preference to work in a city. Interviewee No.4 in Beijing replied: ‘Many 
universities are located in Beijing, you can communicate with them and improve yourself.’ 
Interviewee No.5, also in Beijing, echoed these sentiments: ‘For me there are three reasons: 
the Olympics, I studied in Beijing, and my girlfriend is here too.’ Interviewee No.18 from 
Shanghai mentioned: ‘As a designer Shanghai is my first choice: a major reason is that 
opportunities abound here. Generally speaking, those who have graduated in Shanghai would 
choose to work here.’  
According to chi-square test on animation workers’ universities, we can find that there 
is a noteworthy difference between the two cities with respect to attracting people (see table 
3). Among our samplings, those who graduated in Beijing constituted 45.45%, and those 
who graduated in Shanghai account for 31.77%. A major reason for this disparity is that 
more universities in Beijing have established animation-related majors than in Shanghai. But 
comparing figures 5(1) and figure 5(2), we notice graduates from universities who prefer 
Beijing reflect the findings of the home town analysis: i.e. these people come mostly from 
universities in northern cities such as Tianjin, Shenyang, Changchun and Harbin.  
Additionally, southern universities in Wuhan and Changsha also deliver many 
animation workers into Beijing. On the other hand, Shanghai can attract human capital from 
more extensive areas: most come from southern regions like Hangzhou, Nanjing, Anhui 
province, Wuhan, Changsha, Nanchang, and Chengdu. In addition, universities in Xi’an and 
Beijing also provide many animation workers to Shanghai. In addition, the number of 
animation workers who graduated in Beijing and prefer to work in Shanghai amounts to 24, 
30 
 
while the number of animation workers who graduated in Shanghai and prefer to work in 
Beijing is just 2. To some extent, we notice that Shanghai has stronger retention of animation 
workers than Beijing. 
 
(1) Beijing 
 
(2) Shanghai 
Fig.5. Spatial distribution of respondents' graduate university 
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Attractiveness originating from creative milieu 
To date research on attractiveness originating from creative milieu has centred on three-
element theory (Florida, 2002), four-element theory (Hospers, 2003) and seven-element 
theory (Landry, 2000). The three-element theory refers to “3T” theory proposed by Florida, 
which has been discussed earlier (Florida 2002). Hospers’ theory holds that the four elements 
of concentration, diversity, instability and positive reputation can provide more opportunities 
for a city to attract more creative people (Hospers, 2003). Landry argues that a creative city 
is based on seven elements, namely, personnel quality, will and leadership quality, diversity 
of personnel and opportunities for all kind of talent, organizational culture, place identity, 
city space and facilities and network (Landry, 2000).  
When we compare the creative milieu of Beijing and Shanghai, we recognize a number 
of important contrasts. From table 5 above, we see that Beijing enjoys a deep historical 
background and has a strong political atmosphere. Under such conditions, some respondents 
cite historic inspiration, even an advantageous policy environment; but others cite these 
conditions as constraints, namely historical legacy and political influence. Likewise, in 
Shanghai, some consider it more open, internationalized and commercialized, but others 
believe that there is excessive internationalization and commercialization, and that due to 
influence from other cultures it is difficult to deliver genuine and high-premium animation 
products. Therefore, different people can have different understandings of the same 
atmosphere in the same locality. 
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Table 4. Comparative Analysis of Perceived Creative Milieu between Beijing and Shanghai 
Beijing Shanghai 
BJNO.7：I need to find a place with a 
long history, such as Beijing, Xi’an, 
however, Shanghai was still a fishing 
village before.  
SHNO.14 ： Beijing makes me feel oppressed, 
maybe it does not fit the creative class. In contrast, 
Shanghai culture is open and embracing. 
 
BJNO.3： Although there are more 
local people in Beijing, many foreigners 
come here because it is an international 
city.   
SHNO.15：More foreign animation corporation 
are in Shanghai than Beijing: I think Shanghai is 
more international.  
BJNO.6：I appreciate creative things; 
that is why I stay in Beijing. I like the 
798 District, Capital Museum, and the 
China Millennium Monument and so on.   
SHNO.11：I prefer Shanghai because of the 
Shanghai Animation Film Studio. Besides, I think the 
comprehensive ability of Shanghai is better than other 
places. 
BJNO.8：Beijing government exerts 
strict control over Design Corporation. 
And designers find it hard to start a new 
undertaking because of Beijing’s lack of 
entrepreneurial environment.  
SHNO.8：Shanghai feels more relaxed and has a 
more suitable entrepreneurial environment for people 
who want to carve a career in the design industry.   
BJNO.17：Too many limits in Beijing, 
even an flag handed in the cartoon doll.  
SHNO.16：I born in South of China, and could not 
adapt the weather condition of Beijing. By the way, 
Beijing is full of strong political environment 
SHNO.24：(Compared with Beijing) Shanghai 
seems more open, governance is not so much. 
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Source: Investigation applicants in Beijing (BJNO.) were drawn from Zhongguancun Creative Industry 
Pilot Base and the Beijing Cyber Recreation District (Shijingshan District); applicants in Shanghai 
(SHNO.) were drawn from Zhangjiang Culture and Technology Creation Industry Base 
 
CONCLUSION 
While the concept of ‘creative class’ has been discussed in China there are few 
applications of it, and those that exist are problematic. Uncritical adoption of creative class 
theory without appraisal of its relevance to Chinese contexts does not help us comprehend 
the dynamics of city development. Globally, the creative class concept has developed 
parallel to the ‘creative industries’, which were initiated in 1998. This ‘British’ idea took 
several years to reach China. By 2010 almost every province, and even some cities, had their 
own definition and categorization of ‘cultural industries’, ‘creative industries’ and ‘cultural 
creative industries’. The creative class idea, as defined by Florida, however, has no direct 
relationship with extant creative or cultural industries definitions. Some have seen saw fit to 
draw on Florida but his conceptualization of the creative class is far too wide to provide 
nuanced understandings of creative occupations. Against the background of conceptual and 
classification confusion, the creative class is a problematic idea, especially when we consider 
that creative thinking is not allowed in many media industries in China.  
In recognizing these problems and in drawing attention to how it has been modified to 
fit Chinese political realities, we chose the animation sector to discuss creative occupations: 
investigation of this sector avoids problems inherent in the expansive creative class 
definition.  
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We have shown how Beijing and Shanghai, China’s two most dynamic cities, exhibit a 
powerful attractiveness to animation workers. In terms of quantity, Beijing attracts more 
animation workers than Shanghai. However, in addition to comparing the numbers of 
creative people attracted to these cities, we considered locational scope, a factor generally 
not taken into account by scholars. The dividing line of attractiveness between Beijing and 
Shanghai is in conformity with the dividing line between Northern China and Southern 
China to some degree. Results shows that home towns of animation workers attracted to 
Beijing are mostly located in northern China, while home towns of animation workers 
attracted to Shanghai are mostly located in southern China; the latter covers more extensive 
areas, even the whole country. So we can conclude that Beijing attracts more animation 
workers, but Shanghai attracts workers from a wider territory. This provides a new 
perspective to city attractiveness for this segment of the creative class. 
This article has shown that animation workers in China are overall not very mobile, 
which does not support Florida’s thesis of high mobility among ‘creative’ professionals 
(Florida, 2002). Indeed, not unlike many other occupations, the ‘preferred workplace’ of 
animation workers is significantly influenced by ‘personal trajectory’, namely home town, 
place of residence and graduate university. This result is consistent with other empirical 
results on creative worker mobility in Europe (Martin-Brelot et al., 2010). However, hukou is 
a typical Chinese factor that influences the mobility of animation workers from the 
investigation, a similar situation to other professions in China. 
Finally, besides ‘personal trajectory’ factor, creative people attach importance to 
creative milieu. Different understandings of creative milieu indicate why animation workers 
are attracted to certain places. It is worth noting that the same place may give different 
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people a different impression, or ‘sense of place’. In this article, Beijing enjoys a longer 
cultural history and has a stronger political atmosphere; therefore it is more normative in 
terms of creative process, while Shanghai has a higher degree of internationalization and a 
stronger business atmosphere; there is perceived to be a higher degree of freedom, which is 
regarded as crucial by many animation workers.  
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